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Pertumbuhan kafe, restoran, dan rumah makan semakin meningkat, 
terutama di Surabaya, sehingga persaingan bertambah ketat. Oleh karena itu, untuk 
bertahan hidup bahkan hingga memenangkan persaingan di industri restoran, maka 
banyak pengusaha kafe, restoran, maupun rumah makan berlomba-lomba untuk 
memuaskan pelanggan agar tetap setia dan berperilaku positif terhadap perusahaan. 
Kepuasan pelanggan dapat dicapai dengan banyak cara, diantaranya adalah dengan 
memberikan nilai serta citra merek yang baik.  
Penelitian ini bertujuan untuk menguji apakah perceived value dan brand 
image dapat mempengaruhi customer behavioral intentions, baik secara langsung 
maupun melalui customer satisfaction. Objek penelitian adalah pelanggan 
Carpentier Kitchen Surabaya. Sampel penelitian yang digunakan dalam penelitian 
ini sebanyak 150 sampel dengan teknik purposive sampling. Data yang digunakan 
adalah data primer yang diperoleh dengan menyebarkan kuesioner kepada 
pelanggan Carpentier Kitchen Surabaya. Teknik analisis data yang digunakan 
adalah menggunakan SEM dengan software LISREL. 
Hasil penelitian menunjukkan bahwa perceived value dan brand image 
berpengaruh secara langsung terhadap customer satisfaction yang berarti bahwa 
dengan memberikan nilai dan citra yang positif, maka pelanggan dapat merasa puas, 
akan tetapi perceived value dan brand image tidak berpengaruh secara langsung 
terhadap customer behavioral intentions, melainkan harus melalui customer 
satisfaction. Hal ini menunjukkan bahwa pelanggan harus dipuaskan terlebih 
dahulu agar berminat untuk berperilaku positif terhadap perusahaan. 
 
 





THE EFFECT OF PERCEIVED VALUE AND BRAND IMAGE ON 
CUSTOMER BEHAVIORAL INTENTIONS THROUGH CUSTOMER 




Café, restaurant, and bistro are growing rapidly, especially in Surabaya, as 
results the competition is getting more intense and challenging. Therefore, in order 
to survive, even to win this intense competition within the hospitality industry, 
many café, restaurant, and bistro owners are struggling to satisfy their customers so 
that their customers remain loyal and behaving positively towards their business. 
Customer can be satisfied by many ways, of which are by providing good perceived 
value and good image.  
The purpose of this research is to examine the direct effect of perceived 
value and brand image on customer behavioral intentions and also the indirect effect 
through customer satisfaction. The object of this research is the customers of 
Carpentier Kitchen Surabaya. This research used 150 samples, collected using 
purposive sampling method. The primary data used in this research was collected 
by questionnaires. This research used SEM analysis using LISREL software. 
This research proved that perceived value and brand image directly 
influence customer satisfaction, it means that a good perceived value and image can 
directly satisfy customers, but on the other hand, perceived value and brand image 
do not directly influence customer behavioral intentions, it is fully mediated by 
customer satisfaction. This means that a customer must be first satisfied with a good 
value and image to make them behave positively towards the company. 
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